Global trade opportunities are becoming increasingly important to business people all over the world. For any nation in the world, the world market potential is greater than the potential which lies within its borders. For example, the USA represents the largest single market in the world. It, however, represents only 25 percent of the total world market for all goods and services (Keegan and Green, 2000) . Thus American companies wishing to maximize growth potential must enter the global arena.
In the USA, while major firms have been involved in global markets for a number of years, many small-and mid-sized firms had not chosen to enter global markets because of lack of information as to how to proceed. Among those entities encouraging international trade is the US Government with a vested interest in achieving a favorable balance of trade. In an effort to help all firms, the US Government has become actively involved in programs which provide a vast amount of information and assistance at no cost to the user.
Another factor creating the demand for international business information is associated with American colleges and universities. Many of these institutions within their business schools have recognized the significance of global trade and have developed courses or expanded programs in international business. Our institution, for example, recently developed two international business courses including an international marketing course.
The authors, the marketing department head and the US government depository librarian, had the opportunity to develop an international marketing workshop using US government sources for the new international marketing course. It was decided not to use any paper sources, so the challenge was to decide which electronic sources would best meet the information needs of the workshop.
In developing the workshop, it became obvious that criteria had to be developed to determine the usefulness of the sources. Consequently several analyses were done to determine the probabilities of finding the sought-after data in a particular source. It also became obvious that the materials developed for the workshop would be useful not only to international marketing students, but also to any business person wanting to sell in foreign countries. It was thought, too, that the materials might be useful for training library staff. A detailed description of the workshop follows.
Background
The workshop is taught using an interactive team-teaching approach we have successfully used for 13 years. In this environment, two teachers from different disciplines are in the classroom at the same time, sharing the teaching. The marketing professor explains the marketing applications to the workshop problems, while the librarian explains, and in this case, demonstrates the electronic sources.
The workshop is based on exporting to one country. The objective was to create a twohour, hands-on workshop which gives students experience using electronic US government sources to find information on specific consumer and industrial products as well as country information a marketer would need. First, it was necessary to determine the types of information needed and then determine the electronic sources to be used.
Consumer marketers would likely seek information on economics and demographic variables including age, income distribution, population size, and literacy. Also needed are societal variables such as social class, customs, family influence; sub-cultural data such as ethnicity, language and religion; and geographical variables such as climate and political divisions. Finally, marketers would be interested in information pertaining to product usage and industry and market information. For industry and market information, consumer marketers would need information pertaining to trade data and competitive analyses; information regarding distribution channels, pricing, and marketing promotion; and information pertaining to communication and transportation infrastructure.
Industrial goods and services marketers are looking for different information. They are interested in data relating to end-use industries and geographic concentration of those countries. They are interested in customs and language as they apply to the conduct of business in a particular country. Industrial marketers are also interested in the same industry and market information that would be of interest to consumer goods marketers.
Knowing the types of information needed determined the sources to be use for the workshop. It was decided to focus on five US government sources of information about foreign markets. Three of the sources are available on the World Wide Web with no subscription fee. All of the sources are included in the CD-ROM version of the National Trade Data Bank (NTDB) which is accessible at some 1,100 US government depository libraries. At depository libraries the NTDB is also accessible on the Internet through STAT-USA for no fee. Some of the source documents librarians will also recognize as being in paper. One additional source, the Best Market Reports, was included so the students would have a starting point to begin research for a possible target country.
The first phase of the workshop focuses on an introduction to the primary government sources. Students are given an annotated bibliographic handout containing various source information about the various resources available to them.
Sources

B es t M a r k et R ep o r ts ( B M R s ) Included in the National Trade Data Bank (CD-ROM).
BMRs are derived from the ''Best prospects'' sections of the Country Commercial Guides and include a ranking of countries based on market size for a variety of industry sectors. The lists of countries are not meant to be exhaustive. ''Best prospects'' sectors are based on near-term growth potential and market receptivity to additional US suppliers. Maintained by the US State Department and prepared by US embassies, Country Commercial Guides provide information about the commercial environment of many countries. Comprehensive in scope, guides are organized into linked chapters that begin with an executive summary and then proceed with chapters on economic trends, political environment, information on marketing US products and services, trade and investment related data, and business travel. Appendixes contain basic information and data on the country's population, religion, government system, languages, and economic performance, concluding with a listing of US and country contacts. Within each country guide, there are links to the next chapters, the table of contents for that specific country report, and the main index.
C ou n tr y S tu d i es /A r ea H a n d b o o k s ( C S s / A H s ) URL: http://lcweb2.loc.gov/frd/cs/cshome.html Also available in paper, and a number of countries are included in the National Trade Data Bank. This is a continuing series of books prepared by the Federal Research Division of the Library of Congress under a program sponsored by the Department of the Army. Most books in the series deal with a particular foreign country (approximately 100 countries), describing and analyzing its political, economic, social, and national security systems and institutions, and examining the interrelationships of those systems and the ways they are shaped by cultural factors. Particular attention is devoted to the people who make up the society, their origins, dominant beliefs and values, common interests and the issues on which they are divided. The nature and extent of the people's involvement with national institutions, and their attitudes toward each other and toward their social system and political order is also discussed.
The W or ld F a c t B o o k ( W F B )
URL: http://www.odci.gov/cia/publications Also available in the National Trade Data Bank CD-ROM and in paper.
Prepared by the Central Intelligence Agency (CIA), this document contains information drawn from many government agencies about each country in the world. It covers geography, people, governments, economics, defense, communications, and transportation. It also includes selected international environment agreements, weights and measures, estimates of gross domestic products on an exchange rate basis, and regional maps.
M a r k et R es ea r c h R ep o r ts
Included in the National Trade Data Bank CD-ROM.
Also available on the STAT-USA Web site. URL: http://www.stat-usa.gov
Market Research Reports are composed of ''industry sector analyses'' (ISAs) and ''international market insights'' (IMIs). The ISAs are in-depth profiles of selected industry sectors. They include information on market opportunities, competitors, distribution channels, end-users, trade promotion, best sales prospects, and in-country contacts for 67 markets worldwide. The IMIs provide different types of information. They are concerned with trade show opportunities, government policy updates, regulation and import changes, and finance and marketing trends. Both are updated continuously to provide current foreign market data and information on selected products and industries.
National Trade Data Bank (NTDB)
CD-ROM and accessible via STAT-USA on the Internet. URL: http//www.stat-usa.gov
The NTDB was created by the Omnibus Trade and Competition Act of 1988 in order to provide public access to international trade information. Today over 1,000 different government offices contribute information to the data bank. These full-text publications include how-to-market guides, market reports, statistics, industry specific and product specific information, international trade contact lists, and much more. The NTDB is updated continually to ensure that the latest foreign market information is available.
In addition to a handout of the sources, students were given original tables showing which of the major government sources covered specific types of information of interest to consumer and industrial marketers. Next, a worksheet, using a series of questions and tables, provided the students with the opportunity to use the major sources to find relevant market information (see the Appendix).
Student involvement
Introduction
As an introduction to the worksheet, students are told that individuals in business have a good or service for which they need to find a potential market. Students are referred to two publications as the place to begin when pursuing export opportunities: Best Market Reports and Market Research Reports: Industry Sector Analyses. The Best Market Reports offer a summary of market opportunities for a variety of industry sectors and shows the total US exports to a variety of countries for a particular product. This is helpful when trying to determine which country would likely be a good market for a particular product. Students are cautioned, however, that the reports do not contain market information for all the countries which import US products. It is possible that a country with a major market will not be listed in Best. For example, in 1997, Canada imported $168.5 million of forestry equipment from the USA; Best Market Reports showed only two countries, Gabon and Indonesia, importing US forestry equipment for a combined total of $42.1 million.
The Market Research Reports list the reports by product as well as by country. If an individual knew a country where they wanted to do business, it would be a simple matter to look at the Market Research Reports by country and then see if there was a report about their product. These reports are more comprehensive in their content than the Best's. The information on Canada used in the example above was found in the Market Research Reports.
As part of the introduction, students were also told that Mexico, a NAFTA (North American Free Trade Agreement) partner, would be used as an example for the workshop. Two products were chosen from Mexico -toys and games, a consumer product, and aircraft engines and parts, an industrial product. These products were selected because students could easily distinguish between a consumer product and an industrial product.
At this point students were directed to examine Table I 
Notes: CCG, CS/AH and WFB accessed via Internet URLs; MMR: ISA via NTDB CD-ROM;``X'' denotes coverage sources were from Internet sites, while the fourth was from the NTDB CD-ROM. When examining this table, students will see that Mexico is covered in all four sources.
Economic information
Students are now directed to the worksheet designed to ask a series of questions consumer and industrial marketers need to know about the target country. Each question refers students to a specific source to be used to answer the question even though the question may be answered from other sources as well. Throughout the process of completing the worksheet, the value of a marketer knowing the information each question seeks is thoroughly discussed with the students. Questions specifically look at economic and customer information which both a consumer and industrial marketer need. Before students begin answering the worksheet, they are directed to Table II which shows the type of information marketers want and the sources where the information can be found. This table was developed by analyzing the content of a sampling of the 27 countries in Table I that were represented in all sources. For example, marketers will want to know demographic data like population size and income distribution. A question from the worksheet asks for the population of Mexico and sends the students to the Country Commercial Guides for the answer. In looking at Table II students note that other government sources also have this information. Consumer marketers of toys and games are looking for information like language, age distribution, income, and inflation. Industrial marketers of aircraft engines and parts are interested in at least two of the same categories -language and inflation. Again, questions on the worksheet ask for this information, e.g. what is the current annual rate of inflation in Mexico? The World Fact Book was used to answer this question.
Industry/market information
In this section of the worksheet students are asked questions concerning industry and market information. Both consumer and industrial marketers need information concerning communications, transportation, market promotion, and pricing. Table II again tells the sources for this information. One sample question would be the number of Mexican homes that have at least one television set because this is an important media for advertising. The Country Commercial Guides provide the answer. Another question asks the percent of Mexican roads that are in good condition -information necessary in determining shipping of the products. To answer this question students are directed to the Country Studies/Area Handbooks.
Specialized marketing information
The final part of the worksheet is based on the Market Research Reports (MRRs): Industry Sector Analyses (ISAs). These reports generally provide the following types of information: demographics, market size, competition, import data, product types, end-use analysis, distribution channels, promotion, and key contacts (importers, trade associations, etc.) Students are referred to Table III which looks at the probabilities of specialized marketing information being found for selected products in a sampling of countries. From Table III students see that the MRRs tend to provide a relatively high degree of consistency of topical coverage from country to country.
Using the MRRs, students are asked to complete tables on the worksheet which look at the market size in Mexico for the consumer and industrial products. The market size is determined by looking at the Mexican market and seeing what percentage US imports are of the total imports. Among other types of questions asked using the MRRs are end-use analysis and distribution questions.
Comments on the data sources used
In working with government sources, it was soon apparent that this information has its strengths as well as weaknesses. Besides the obvious asset of free information, US government sources are excellent resources for finding information about foreign markets, foreign economies, trade contacts, financial information, culture (including business do's and taboos), tariffs and trade laws. However, some problems were encountered with using government sources.
At the time the workshop was being developed, it was found that both versions of the NTDB only contained 12 countries in the Country Studies/Area Handbook series while the Library of Congress Web site of the series contained 100 countries. Since that time, however, the NTDB Web site has been updated to include the 100 countries while the October 1999 CD-ROM, the latest received at this writing, did not list any of the Area Handbooks. Problems were also found with the Market Research Reports: Industry Sector Analysis (MRR:ISA) on the NTDB CD-ROM. When a country was selected, the various industries are not in alphabetical order while they are on the Internet NTDB. An additional problem with the MRR:ISAs on the CD-ROM was encountered if the user searches by product instead of by country -all the products are not listed. For example the product category, dolls, toys and games, was listed if one was searching by country, but it was not listed if searching by product. In spite of these and other weaknesses which were found, we were still impressed with the wealth of information these sources provide international marketers.
Conclusion
Students were positive in their feedback about the workshop. They liked using the Internet; they liked learning about potentially helpful sources; and they especially liked the practical application of the workshop questions.
The hands-on workshop approach has worked well each time the authors have utilized it. Students appear more interested in the workshop if they are active participants. It takes more work on the part of the instructors to put together a workshop of this kind, but the positive response of the students rewards the effort.
It is our belief that the workshop approach also has potential use for training library staff in the use of electronic government resources. Even if a workshop is not used for training, the tables which were developed, and the description of the resources could be utilized in staff training. As a result, trained staff would be 
